SCALE DEVELOPMENT
We have developed an instrument, termed the CET-SCALE, to measure consumers' ethnocentric tendencies related to purchasing foreign-versus American-made products. We characterize the scale as a measure of 'tendency" rather than "attitude," because the latter term suggests a greater degree of object specificity than the CETSCALE is intended to capture. "Attitude" is used most appropriately in reference to the consumer's feelings toward a specific object, such as a particular automobile model. "Tendency" captures the more general notion of a disposition to act in some consistent fashion toward foreign products in toto.
Construction of a unique scale is necessary because the classic measure of ethnocentrism, the California ethnocentrism scale (Adorno et al. 1950), is not directly relevant to the study of consumer behavior. It was not developed for that purpose and contains items inappropriate for the contemporary American situation (e.g., "European refugees may be in need, but it would be a big mistake to lower our immigration quotas and allow them to flood the country"). More recent ethnocentrism scales are available (e.g., Chang and Ritter 1976; Warr, Faust, and Harrison 1967), but they also have little relevance to the study of consumer behavior and marketing phenomena.
Domain Specification and Item Generation
A preliminary study provided insight into consumer thoughts about foreign-made products. More than 800 consumers expressed their opinions in response to the request to "describe your views of whether it is right and appropriate for American consumers to purchase products that are manufactured in foreign countries." Content analysis of the responses, along with researcher intuition and insights from pertinent literature, led to the specification of seven facets of consumers' orientations toward foreign products: (1) consumer ethnocentric tendencies, (2) price-value perceptions, (3) self-interest concerns, (4) reciprocity norms, and (5) rationalizationof-choice, (6) restrictions-mentality, and (7) freedom-ofchoice views. ' Multiple items were generated to scale all seven dimensions. The preliminary study was the primary source of items. Editing of redundant statements reduced the initial pool from 225 to 180 items, all of which have the desirable property of being worded in the common consumer's vernacular rather than in formal academic language. ' Our original intent was to scale the general construct of consumer orientations toward foreign products, which was to include consumer ethnocentrism as just one of seven dimensions. The six nonethnocentric dimensions failed to satisfy psychometric requirements, however, and ultimately were deleted. In the following discussion these eliminated dimensions are mentioned for accuracy in describing the full scale development process leading to the CETSCALE.
Scale Purification
Judgmental panel screening. Individual members of a six-person judgmental panel (five holding Ph.D.s and one advanced doctoral student) assigned each of the 180 items to one of the seven conceptual dimensions. An a priori decision rule specified retaining an item only if at least five of six judges chose the same category. One hundred twenty-five items satisfied the rule; 25 of those were eliminated subsequently because they were redundant with other items.
First purification study. A mail questionnaire consisting of 117 Likert-type statements was administered to a sample of 850 households. In addition to the 100 statements that satisfied the initial screening and editing, 17 items from Adorno et al.'s (1950) patriotism (P) and politicoeconomic conservatism (PEC) subscales of the classic F (for fascism) scale were included for validation (details follow in the construct validation section).2 Items were ordered randomly as 7-point Likert-type statements. Four hundred seven usarle questionnaires were returned.
The 100 items were subjected to common factor analysis. Because the objective at this early juncture was to verify the postulated dimensions and to reduce the many items to a more tractable number, we used a moderately stringent decision rule and deleted all items loading <.5 on any factor. Two dimensions and 57 items were deleted. Twenty-five of the remaining 43 items loaded on the consumer ethnocentrism dimension; all five of Adorno et al.'s P-subscale items satisfied the .5 decision rule and six of the PEC-subscale items satisfied the rule. Thus, 54 items were retained for the next round of scale purification. The 43 non-Adoro items were of primary concern.
Second purification study. Fifty-four items forming a new questionnaire were ordered randomly as 7-point Likert-type statements. Lists were purchased from a national mailing list company and 1000 questionnaires were mailed to households in each of three purposively selected metropolitan areas: Detroit, Denver, and Los Angeles. Approximately 950 questionnaires also were mailed to an available list of households in the two Carolinas. The response rates from the three metropolitan areas were virtually equal at 32.2, 32.3, and 31.5% usable questionnaires returned from Detroit, Denver, and Los Angeles, respectively. The response rate for the Carolinas was higher, nearly 60%, probably because respondents in this sample had served as panel members before and had been compensated for periodically completing questionnaires.
The 43 non-Adoro items were subjected to a confir2Adorno et al.'s (1950) patriotism (P) and politicoeconomic conservatism (PEC) subscales actually contain 10 and 14 items, respectively. However, because many of these items are outdated, only five of the P-subscale items and 12 of the PEC-subscale items were used. Slight wording changes were made to modernize the statements. matory factor analysis designed to (1) substantiate the dimensionality of the 5-factor structure obtained from the first purification study and (2) eliminate additional unreliable items. An administrative decision rule specified that items loading less than .707 (the square root of .5) on a given factor be regarded as unreliable and therefore eliminable (cf. Forell and Larcker 1981). The analysis (with data pooled across all four geographic areas) rejected one of the five conceptual dimensions (along with the three items postulated to load on it) and also found unreliable 22 of the items postulated to load on the four remaining conceptual dimensions.
The scale at this stage of development consisted of four conceptual dimensions and 18 items, 12 items loading on the consumer ethnocentrism dimension and two items on each of three remaining conceptual dimensions. Two features of this "final" scale were disturbing: two thirds of the items represented only one of four dimensions, and correlations between the complete 18-item scale and theoretically related variables (discussed subsequently in the construct validity section) were virtually identical to the correlations between these same variables and the 12-item consumer ethnocentrism subscale. We therefore decided to eliminate the three nonethnocentrism dimensions and to focus exclusively on refining the measure of consumer ethnocentrism, the CET-SCALE.
CETSCALE refinement. Of the 25 items remaining in the consumer ethnocentrism dimension after the first purification study, 13 were found to be unreliable when analyzed by a confirmatory factor model that simultaneously tested all four conceptual dimensions and all 43 items. However, because only one conceptual dimension was retained, it was appropriate to test a confinnatory model containing all 25 of the items that passed the initial purification test.
An aggregate test was performed by pooling data from the four geographic areas into one overall sample; disaggregate tests also were run on data from each of the four areas. Results across all five tests consistently showed that 17 items satisfied the .5 reliability criterion. These 17 items represent the final CETSCALE. The items and their reliability values are reported in Table 1. With reliable items identified, a final confirmatory analysis tested factor-structure equality across the four geographic areas by comparing a model having all parameters for all geographic areas set equal (i.e., a constrained solution) with a model allowing all parameters to vary freely (unconstrained solution). The unconstrained solution yielded a marginally better fit (p < .1), but the near equivalency of goodness-of-fit indices for the two solutions indicates that the four geographic areas are essentially comparable in their response to the CETSCALE.
RELIABILITY ASSESSMENT AND CONSTRUCT VALIDATION
Four separate studies were performed to assess the reliability and construct validity of the 17-item CET- SCALE. For ease of reference, the studies are termed the "four-areas study," the "Carolinas study," the "national consumer good study," and the "crafted-with-pride study." Each study's sample characteristics are reported in Table 2 .
Four-areas study. This study provided the sample base from which the final 17-item CETSCALE was derived. Measures of attitudes toward foreign-made products, purchase intentions, and ownership of imported automobiles were taken at the same time consumer ethnocentrism was measured. Carolinas study. The 417 respondents in this study are a subsample of the Carolinas group in the four-areas study. The distinguishing feature, however, is that two full years prior to completing the 17-item CETSCALE this subsample had responded to a detailed questionnaire measuring their foreign automobile ownership, purchase intentions, attitudes, beliefs, etc. We therefore were able to construct-validate the CETSCALE against data that, because of the long time separation between the two sets of measurements, are essentially free of artificial shared variance. On the 17-item CETSCALE the Carolinas subsample had a mean score of 61.73 and standard deviation of 24.24.
National consumer good study. This study, performed by a national marketing research agency, measured consumer opinions toward a category of consumer goods that has become increasingly vulnerable to foreign competition.3 A national quota sample (by age and sex) of major areas of dominant influence (ADIs) participated in two phases of data collection. An initial sample of more than 3000 consumers responded to a telephone survey asking their opinions about domestic and imported items in the product category. Several weeks later these same households received a followup mail questionnaire 3The research agency insisted we conceal the identity of the product category and not disclose the exact sample size. that included psychographic statements, demographic questions, and a reduced, 10-item version of the CET-SCALE.4 A total of more than 2000 respondents (over 60% usable response rate) completed the mail questionnaire. On the basis of a 5-point Likert scale (a 7-point scale was used in the other studies), this sample's mean is 29.28 with a standard deviation of 11.58 on the 10-item CETSCALE.
Crafted-with-pride study. College students (n = 145) participated in a two-phase study that assessed their reactions to commercials from the ongoing "Crafted with Pride in U.S.A." advertising campaign. This campaign-jointly sponsored by the American Fiber, Textile, and Apparel Coalition and the American Textile Manufacturers Institution-was designed to make consumers more aware of the country of origin for apparel products and to enhance long-term preference for American-made garments. Our study, which was entirely independent of the industry group's research and proprietary interests, examined student responses to the crafted-with-pride campaign simply because it provided a relevant target against which to validate the CET-SCALE.
In a first data collection phase, a questionnaire administered during classes measured consumer ethnocentrism (17-item CETSCALE) and, to examine discriminant validity, three intuitively related constructs: dogmatism, patriotism, and politicoeconomic conservatism. Individuals scoring high on the CETSCALE were expected to be more dogmatic, more patriotic, and more conservative. Five weeks later the same students viewed three 30-second crafted-with-pride commercials that portrayed celebrities (e.g., Bob Hope, O. J. Simpson) espousing their personal preferences for American-made apparel. Students then completed a questionnaire that measured their consumer ethnocentrism for a second time and also their attitudes and purchase intentions toward domestic and imported apparel. The students' mean scores on the CETSCALE and standard deviation for the first and second administrations are M(1) = 51.92, SD(1) = 16.37; M(2) = 53.39, SD(2) = 16.52.
Reliability Assessment
The CETSCALE's internal consistency reliability is very high. Coefficient alpha for the four studies ranges from .94 to .96. Test-retest reliability could be assessed only in the crafted-with-pride study, in which the CET-SCALE was administered on two occasions separated by a 5-week period. The correlation between these two administrations is r = .77 (n = 138; p < .001). Both sets of results indicate that the CETSCALE is a reliable index of consumers' ethnocentric tendencies. 4The 10 items are numbers 2, 4, 5, 6, 7, 8, 11, 13, 16, and 17 in Table 1 . Personnel at the marketing research agency chose these items purposively and were unwilling to include all 17 items because of questionnaire space limitations.
Convergent and Discriminant Validation
Only in the Carolinas study could we assess convergent validity in the true sense of correlating maximally dissimilar measures. The 17-item CETSCALE was correlated with an open-ended measure taken two years prior to the CETSCALE administration ("Please describe your views of whether it is right and appropriate for American consumers to purchase products that are manufactured in foreign countries"). Two coders were in high agreement (93% concurrence) in classifying responses to the open-ended question as reflecting either "ethnocentric" or "nonethnocentric" sentiments. The correlation between the two measures (r = .54, n = 388, p < .001) supports the CETSCALE's convergent validity, especially in view of the fact that there is no shared methods variance between these two time-separated measures.
Discriminant validity evidence is available in all studies except the national consumer good study. The studies incorporated measures of three constructs-patriotism, politicoeconomic conservatism, and dogmatism-that are related intuitively to consumer ethnocentrism. Correlations between consumer ethnocentrism and the related constructs are reported in Table 3 .
All correlations between the CETSCALE and its related constructs are high and statistically significant. These correlations do not, however, undermine the CET-SCALE's discriminant validity. Consumer ethnocentrism should share a moderately high amount of variance with these related constructs, partly because of common methods covariation (all constructs were measured at the same time with the same 7-point Likert-type scales) and also because of true covariation between related con- structs. We believe that these correlations, though moderately high, do not compromise the CETSCALE's discriminant validity.5
Nomological Validation
Extensive data have been amassed to examine the effects of consumer ethnocentrism on consumers' foreignproduct-related beliefs, attitudes, intentions, and purchase behaviors. Two general predictions frame the subsequent presentation.
H1: Scores on the CETSCALE should be strongly negatively correlated with consumers' beliefs, attitudes, and purchase intentions toward foreign-made products. H2: Scores on the CETSCALE should be negatively correlated with consumers' foreign-product behavior; however, these correlations should not be as strong as the correlations with behavioral antecedents, because the actual choice between American-and foreign-made products is determined by a variety of factors other than consumer ethnocentric tendencies per se (e.g., product availability, price differentials).
Four-areas study. The same questionnaire that measured respondents' ethnocentric tendencies also measured their attitudes toward foreign-made products, make of automobile owned (whether foreign or domestic), and make of automobile (foreign or domestic) that would be chosen if the respondent purchased a new car within the next year or so. The automobile was selected as the focal product because its material and media prominence make it the one consumption object of perhaps greatest relevance to the issue of attitudes toward origin of manufacture and the impact of consumer ethnocentrism on those attitudes.
In Table 4 are correlations between the CETSCALE and the various criterion variables. These results support the hypotheses, showing that (1) general attitudes toward foreign-made products are strongly negatively correlated with ethnocentric tendencies and (2) the stronger one's consumer ethnocentrism, the more likely one is to own a domestic-made automobile and/or to intend to purchase a domestic-made automobile.
Carolinas study. Of the four studies conducted, this one provides the most complete and rigorous nomological validity evidence. Respondents' ethnocentrism scores were used to retrodict a variety of measures adapted from Warshaw (1980) respondents completed the CETSCALE. Results are reported in Table 5 , which also provides a priori predictions about the expected significance and magnitude of correlations.
The first set of findings involves various measures of intentions to purchase automobiles. BIy, BIy, and BIy/y are Warshaw measures which, operationally in this research, tap consumers' intentions to purchase a new automobile within the next year or so (BIy), to purchase a foreign-made automobile within the next year or so (BIy), and to purchase a foreign-made automobile within the next year or so given that any new automobile is purchased during that period (BIy/r). The predictions (Table  5) indicate that (1) BIy should not be correlated significantly with consumer ethnocentrism (i.e., intentions to purchase an automobile, without regard to origin of manufacture, should not be related to consumer ethnocentrism), (2) BIy should be weakly negatively correlated with consumer ethnocentrism (i.e., high scorers on the CETSCALE should be somewhat less likely than low scorers to indicate an intent to purchase a foreign-made automobile; however, even low scorers-i.e., nonethnocentrics-may indicate little intent to purchase a foreign-made car within the next year or so because they have no need to purchase any new car model during that period), and (3) BIy/y should be strongly negatively correlated with consumer ethnocentrism because the question wording carefully conditioned the intent to purchase a foreign-made car on the purchase of a new car during the next year or so. Table 5 (r = .03, -.22, and -.42, respectively, for BIy, Bly, and BIy/y) show close accord with the foregoing predictions. The standard Fishbein/ Ajzen measure of purchase intention, BI, is also strongly negatively correlated with consumer ethnocentrism (r = -.45, p < .001).
The correlations in
The next four items in Table 5 are adaptations of Warshaw's (1980) general measures of purchase "affordability" and "desirability" and foreign-car-specific measures of those same constructs. The predictions are that (1) the general measures should not correlate with the CET-SCALE, because high scorers on the scale (i.e., ethnocentrics) should consider purchasing a new car (any car, without regard to origin of manufacture) no more nor less affordable and desirable than low scorers, but (2) high scorers, because of their general bias against foreign-made products, should regard purchasing a foreign-made car as less desirable and probably less affordable than would low scorers. The four correlations in Table 5 These predictions specify the strength and significance of correlations expected a priori between the CETSCALE and the Warshaw and Fishbein/Ajzen variables. A "no" entry means the correlation should be virtually 0, whereas the "yes (weak)" and "yes (strong)" entries predict varying magnitudes of significant correlations.
bMeasures of Warshaw (1980) variables were taken two years before the CETSCALE items were measured. The second variable is a set of three indices (USABIAS, EURO-BIAS, and ASIABIAS) that were constructed by summing scores based on respondents' evaluations of which manufacturers (United States, European, and Asian) are "best" and which are "worst" on 11 separate productspecific features (price, quality of workmanship, etc.). Indices for each geographic area were constructed by assigning a +1 to, say, USABIAS if American manufacturers were considered best on a particular feature, -1 if they were considered worst, and 0 if they were neither best nor worst. Manufacturers in each of the three geographic areas received an index score ranging from -11 to + 11, the higher scores reflecting more favorable evaluations.
CMeasures of Fishbein and Ajzen variables (cf. Ajzen and Fishbein
The reduced-form measure's nomological validity is supported. Origin of manufacture becomes a predictably more important purchase consideration with increases in CETSCALE scores (r = .44, n = 1,803, p < .001).
Higher scorers on the CETSCALE are predictably biased in favor of American manufacturers (r = .38, n = 2279, p < .001) and in opposition to European (r = -.25, n = 2279, p < .001) and Asian (r = -.11, n = 2279, p < .001) manufacturers.
Crafted-with-pride study. The respondents completed the 17-item CETSCALE on one administration. Five weeks later they viewed three 30-second crafted-withpride commercials and responded to various measures of their attitudes and purchase intentions toward Americanand foreign-made apparel items. Correlations between the CETSCALE and theoretically related constructs are reported in Table 6 . All correlations are predictably strong and significant. Two of the correlations (attitude foreign 1 and general feelings 1) are artificially inflated by being measured contemporaneously with the CETSCALE items; nonetheless, the correlations between the CETSCALE (foreign 1, foreign 2) The hypothesis was tested with data from the Carolinas study. Socioeconomic status was measured with 6The concept of threat has a theoretical basis in psychological reactance theory (Brehm 1966 ). Because an unemployed or imminently unemployed individual's quality and way of life are threatened, the individual should be motivated to evaluate more positively the threatened alternative (i.e., "the American way of life" and associated artifacts such as American-made products) and to evaluate less positively the source of threat (i.e., foreign competition) and its associated products. A final test of the hypothesis that threats accentuate consumer ethnocentrism is provided by comparing CETSCALE scores across geographic areas. An analysis of variance reveals significant differences among the four geographic areas (F = 13.27, 3/1433 d.f., p < .001). The Detroit area, which is arguably the most threatened of the four areas because of the decline in American 7An anonymous reviewer suggests these results might reflect social desirability bias rather than support for the threat explanation. The underlying argument presumably is that (1) upper-middle-class respondents should be more likely than the other social classes to disagree with the CETSCALE items (or at least not to agree as strongly) because they are expected to be cosmopolitan, (2) members of the upper-lower class should be more inclined to agree with the CET-SCALE items because working-class people are expected to favor socioeconomic positions that benefit the common man, (3) middle-class respondents, by virtue of their middle status, should be somewhat bimodal in their response tendency because expectations for members of this class are relatively less univocal.
To the extent these suppositions hold, and thus support a social desirability explanation rather than the threat explanation, we should observe the distributions of CETSCALE scores to adhere to the following pattern: (1) for the upper-middle class, the distribution should be non-normal and skewed toward low scores, (2) for the upper-lower class, the distribution should be non-normal and skewed toward high scores, and ( Various issues related to the developmental foundations of consumer ethnocentrism warrant investigation. 9Despite the finding that Detroit has the strongest ethnocentric sentiments of all four areas, we found ( The process by which consumer ethnocentric tendencies are socialized is particularly worth examining. Studies are needed to determine how socioeconomic, demographic, geographic, and regional economic factors influence early childhood socialization of consumer ethnocentric values and what role these variables have during adulthood in accentuating ethnocentric tendencies. Related to this work would be further examination of the concept of threat and its influence on consumers' attitudes, buying intentions, and actual purchase behavior toward foreign-made products. The research we report demonstrates that more threatened consumers (i.e., those whose jobs and quality of life are vulnerable to interruption from foreign competition) have the highest scores on the CETSCALE. Additional research is needed to examine correlates of threat other than the geographic and socioeconomic variables examined in our research, to determine how real and perceived threat changes over time, and to evaluate how threat moderates the impact of consumer ethnocentrism on attitudes, intentions, and behavior related to foreign-made products.
Practical Implications
The CETSCALE has several potential uses for contemporary marketing managers. Companies could administer the CETSCALE as part of their periodic tracking studies. Study results would reveal how strong ethnocentric tendencies are and whether the use of madein-America and buy-American themes would be prudent in future promotional campaigns. It would be naive to expect consumer ethnocentrism alone to provide a meaningful basis for market segmentation. However, if the CETSCALE scores are correlated with actionable segmentation variables (e.g., a combination of demographic and lifestyle variables), marketing communication programs could be directed to those market segments that are accessible via appropriate media vehicles and retail outlets.
An especially exciting application of the CETSCALE is for regional marketing and geographic segmentation. Extensive geographic differences in consumers' lifestyles and purchase behaviors have prompted many companies to develop regional marketing programs that customize marketing mix elements to regional preferences (cf. "Closing in on the Consumer" 1986; Lesser and Hughes 1986; "Marketing's New Look" 1987). The growth of regionalized marketing programs and the increasing availability of research services specializing in geodemographic data collection (e.g., Claritas Corporation's PRIZM and National Decision Systems' VISION; see "Closing in on the Consumer" 1986) suggest that marketing managers would be receptive to administering the CETSCALE and using the results to customize communication programs to different regions. Direct mail advertising, for example, could be used to vary buy-American appeals to suit zip code areas that differ in their response to the CETSCALE. The media selection applications are certainly not limited to direct mail. Regional magazine editions, local newspapers, and spot broadcast advertising also could be customized to the ethnocentric inclinations of specific geographic areas.
The CETSCALE could be of value to retail chains making store location decisions. For example, a chain specializing in imported merchandise could apply the CETSCALE in areas contemplated for new store openings to determine the likelihood that consumers would respond favorably to a store carrying little, if any, American-made merchandise.
Other practical applications for the CETSCALE undoubtedly can be envisioned. Suffice it to say that the scale offers marketing managers a useful tool for better understanding how present and prospective customers feel about purchasing foreign-versus American-made products. Because consumer ethnocentrism, like all aspects of culture in contemporary North America, is probably subject to constant change (McCracken 1986), annual applications of the CETSCALE could reveal the intensity of ethnocentric tendencies in different geographic areas and among different consumer groups. The appropriateness of using buy-American and made-in-the-USA appeals could be ascertained from these results.
The concept of consumer ethnocentrism and its measurement via the CETSCALE are limited to contemporary American society. Whether the scale is applicable to other cultures is entirely problematic at this time. Translating the scale into other languages and testing it in other countries is a needed next step. Future research also should examine whether the scale differentiates the beliefs, attitudes, and purchase behaviors of demographic and socioeconomic groups other than those we tested. For example, it is not known whether the scale is applicable to consumers of high school age and younger or to blacks, Hispanics, and other ethnic groups.
